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Abstract 
 
This thesis examines the consumers’ affective reactions and the emotion that they may feel when 
they see a brand logo for a first time. A questionnaire which contained eight different logos that the 
participants watched for a first time was sent to 150 people. This research reports an analysis of 8 
different logos of an olive oil brand, each of them represents a universal dimension identifying logos 
that influence more customers’ reactions.  Dimensions that create more positive affective reactions 
to customers are the complexity and the representative and are recommended in order to create a 
pleasant logo. Furthermore, it is observed that it is difficult to feel negative emotion for a brand 
which customer does not have an experience before but customers who have a positive affective 
reaction about a logo may feel some positive feelings.  
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Introduction 
 
This thesis examines the consumers’ affective reactions and the emotions that are created when they 
see a brand logo for a first time. It tests some specific design characteristics such as naturalness, 
elaborateness and complexity that can create positive or negative affect on consumers’ mind. It, also, 
tests which feelings are created about the product the first time that they see a brand logo. Past work in 
the fields of design and visual communication theory implies that the logo design is a timely and 
significant topic for study. Considering that our world is becoming increasingly demanding and 
modern consumers have many product choices to satisfy their needs, one of the most important visual 
characteristic, that they rely on to choose a product is the brand logo as it forms the first impression 
about the company and it contribute in creating a long lasting relationship between the company and 
the customer. Furthermore, creating brand emotion logos has a very significant role and is the basis for 
developing and keeping a good relationship between product and customer. Gathering data about 
logos, customers’ affective reactions and the emotions that customers feel when they see a logo would 
help us draw some useful conclusions. 
This work is addressed to everyone who would like to improve his/her knowledge in consumer 
behavior field and especially wants to focus on affective reactions that are created from brand logos. 
More analytically, students that are studying marketing, branding, consumer behavior, graphic design, 
product design or some professors that are specialized in these fields will be interested in this thesis as 
they will gather data about the way that modern consumers think and how much they are affected from 
logo design in order to buy a product. It is important to note that this thesis will be a very useful tool 
for companies who want to renew their logo or for companies who design logos for other companies as 
it will help them draw useful information about specific design characteristics. Finally, everyone who 
wants to improve his/her knowledge about consumers’ reaction will be interested in this work. 
In order to examine this survey and measure consumers’ reactions, I designed 8 different logos which 
have some specific characteristics. This survey studies the consumers’ affective reactions when they 
see a brand logo for a first time and the emotions that are created in customers’ mind the first time that 
they see a logo. The logo characteristics and the consumers’ attitude which are examined in this study 
are based on Henderson and Cote (1998) research that has studied affective reactions, too.  Previous 
researches about customers’ emotions measure the emotions that are created during or after the 
consumption of a product, but this survey measures the possible emotions that may be created in 
consumers’ mind when they seeing a logo for a first time. The logos that included in this survey are 
about a specific product, not hedonic, olive-oil and their designs are inspired from modern olive-oil 
brands. Each logo has showed to every customer separately and then they answered to a list of some 
questions about their reactions and feelings. After that, the results of the questionnaire were collected 
and they contributed in drawing some useful conclusions. 
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Literature Review 
 
Due to the world’s brands move into the twenty-first century, logo design evolves in a significant 
mean of differentiation because it help companies to distinguish themselves from competitors and 
succeed. The modern  mass-market economy is riddled with challenges such as competition and a huge 
variety of product choices for consumers. To combat these challenges today’s companies use 
marketing and advertising tools. Effective brand logo is one of these tools and an important 
competitive advantage in attracting and keeping customers. 
 The fact that it is very crucial to establish, maintain customer’s loyalty and achieving product 
differentiation leads companies to create effective brand logos. “Logos are important company assets 
that firms spend enormous amounts of time and money promoting”, (Rubel 1994). The word logo 
refers to a variety of graphic and typeface elements. However, in this survey I refer to the graphic 
design that a company uses, to identify itself or its product. “Semiotics views logos as part of the 
design system a company uses to communicate itself to internal and external audiences”, ( Zakia and 
Nadin 1987). “Corporate identity literature treats logos as a company’s signature on its materials 
(Snyder 1993).  
Corporate logo 
A logo is defined as the official visual representation of a corporate or brand name, and the essential 
component of all corporate and brand identity programs (Schechter 1993). Corporate logos are 
everywhere and have become part of our culture. They surround us on the product itself, in banner ads, 
in small, single column inch ads, on product packaging, and in many other ways. Thus, companies 
should pay special attention to corporate logos as a main element of corporate visual identity when 
building a new corporate identity (Melewar & Saunders 1998; Elving & de Jong 2006) on the grounds 
that the image of a company is directly connected with the corporate logo. The more favorable the 
corporate logo of an organization is perceived, the more favorable is their image of the company. 
According to Foroudi, Melewar and Gupta (2014) corporate logo consists of three factors corporate 
name, typeface and design. Corporate name is conceptualized in terms of its characteristics by type, 
uniqueness, recognizability, memorability and corporate features of the company of stakeholders. 
Typeface is the visual perceptual property of a company that communicates when the logo is simply 
not feasible it has an impact on consumer’s feelings and should be immediately readable (P. Foroudi et 
al., 2014). Moreover, another research of Alvin Schechter suggests two main measures, recognition 
and image contribution action in evaluating a new logo. Specifically, image contribution is the degree 
to which a logo design influences perception of a company or name (trustworthy, quality, a product for 
today’s lifestyle, I would use it). Recognition/association is the degree to which the logo’s visual 
elements are associated with the company or brand, and the degree to which mention of the name calls 
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to mind the logo’s visual elements (Schechter 1993). In his paper he also, separates the logo in 
pictorial logos, letter symbol logos, wordmark logos and abstract logos. Pictorial logos can add the 
most value to the brand they represent. Letter symbol logos are logical and straightforward, but may 
not be best at expressing corporate vision. Wordmark logos are safe especially with brand’s or 
companies that have short names or use initials and is the purest form of logo design relying on 
typographic style and on shape or mirror graphic elements. Abstract logos are the less effective type of 
logo. 
Logo as a dynamic image 
Logos facilitate the identification of a brand and its differentiation from competing alternatives 
(Janiszeski & Meyvis,2001; Macclnnis, Shapiro & Mani, 1999). Logos can be more than simple tools 
for identification and differentiation as they have impact on consumers’ commitment. Prior research on 
branding notes that logos are the primary visual representation of a brand’s general image and meaning 
( Hederson et al.,1999; Maclnnis et al. 1999; Swartz 1993). Visual stimuli may be effective because 
they are learned faster and remembered significantly longer than verbal stimuli (Erdelyi and Kleinbard, 
1978). As a result, logos can shape the brand’s reputation (Baker& Balmer, 1997; Olins, 1989; Van de 
Bosch, de Jong & Elving, 2005) along with consumers; attitudes, their purchase intentions and their 
brand loyalty ( Muller, kocher & Crettaz, 2011). 
Another recent research from Luca Cian, Aradhna Krishna, and Ryan s. Elder focus on brand logos 
and measures the perceived movement, evoked by the logo and demonstrate that the evoked dynamic 
imagery affects the level of consumer engagement with the brand logo. The dynamic imagery is an 
important aspect of logo design and if used carefully, it can enhance brand attitudes. Greater dynamic 
imagery that consumers themselves perceive from static visuals should result in greater consumer 
engagement. Engagement with dynamic imagery leads to positive attitudes toward the brand. Results 
from this research suggest that traditional brands should avoid dynamism, whereas more modern and 
progressive brands should fully embrace it. However, often a company may want its sub-brands to be 
perceived differently. In this case, it may be beneficial, if the sub-brand and the main brand have 
different logos that vary in dynamism. 
Aesthetics 
An important element of logo design that plays a significant role in differentiation and customer 
appealing of a brand is the aesthetics. Managers need to consider brand logos as more effective and 
powerful tools in the management of customer-brand relationships (C. W. Park et al. 2003). More 
specifically, brand logos that are easily recognizable, yet which do not convey the brand’s symbolic 
and functional benefits or do not provide aesthetic gratification, fail to take full advantage of their own 
potential (C.W. Park et al. 2013). Aesthetic aspects of a product are a potential source of pleasure for 
the consumer ( Holdbrook and Zirlin, 1985). 
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As aesthetic aspects of product designs are important to consumers, shopping formats are useful 
because they facilitate the appreciation of visual differences.  According to Veryzer’s theory of 
aesthetic response unity and prototypicality are factors that affect aesthetic response. Unity 
encompasses any aspect of a visual display that connects its parts in a meaningful way. The aesthetic 
responses are more positive for products exhibiting high unity than they are for products that are low 
in unity. Prototypicality or typicality is the degree to which an object is representative of a category 
and it can be used as a concrete design principle as common designs that already exist in the market 
place can be systematically altered to make them less typical ( Veryzer, 1999). There is evidence that 
people respond more favorably to objects that are highly prototypical and less favorably to objects that 
are less prototypical ( Barsalou 1985; Carpeten and Nakamoto 1989; Gordon and Holyoak 
1983;Langlois and Roggman 1990; Martindale and Moore and West 1988; Nedungadi, Prakash and J. 
Wesley Hutchinson 1985). Highly prototypical items are perceived as more familiar, and therefore are 
better liked. 
Moreover, another important research from Pittard, Ewing and Jevons suggests divine proportion as a 
design characteristic that provides a bridge across cultures. Proportion is defined as the relationship 
between the horizontal and vertical dimensions, is a critical design characteristic (Wong 1993). It is 
important for managers to select logos that use proportion effectively to appeal to multitude cultures 
on the grounds that logos are the most common brand element to be used in its unaltered form. The 
divine proportion is unconstrained by culture and its universal appeal allows managers to choose logos 
based on this proportion to increase positive affect across cultures. The use of divine proportion in 
global logo design allows one of the key anchors of positive affect to be shared across cultures without 
compromising uniqueness or differentiation. Not only is preference for divine proportion universal, but 
also natural logos that use the divine proportion have a tendency to preferred most over alternatives. 
Color 
A significant element of corporate logo design is the color, as it has a communicative value in 
expressing corporate identity with certain attitudes associated with the particular logo color. Colors 
communicate the quality of the brand (Gorbon et al. 1994) and have an impact on consumers brand 
evaluations. Logo color is very important due to its mnemonic quality in the areas of recognition and 
recall. An organization that selects a color inappropriate to its overall image will sent conflicting 
signals to its audience and would need to make extra efforts to reinforce their corporate identity 
(Hynes N. 2009). Consumers are likely to produce more favorable product attitudes when ads contain 
color rather than only black-and-white because color is likely to enhance the perceived attractiveness 
of objects (Meyers-Levy and Peracchio, 1995). Some other research suggest that the impact of color 
depends on the number of colors used in the display and the extent to which the ad is cognitively 
demanding (Durrett  and  Stimmel ,1982). However, as more colors and colored objects are added, 
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they can become distracting and create a visual confusion by drawing attention to many diffuse and 
irrelevant items. 
It is also important to note that colors play a significant role in triggering emotions in people, but to 
check accurate order effects is difficult as there are many parameters such as culture, gender, age 
and region. Consumers’ preferences are changed by the trends in design and fashion but their 
perceptions of and responses to the basic color families rarely change. Choice of the right color can 
attract consumers and influence decision making ( Diavata Patil, 2012). 
Typeface 
Typeface design is an important visual tool for accomplishing corporate communication objectives 
(Childers and Jass 2002; Hutton 1987; McCarthy and Mothersbaugh, 2002; Pan and Schmitt, 1996; 
Tantillo, DiLorenzo-Aiss, and Mathisen, 1995). Entity research indicates that typeface design affects 
perceptions of advertised brands, influences the readability and memorability of advertisement. 
Simple and harmonious designs are liked more than complex and disharmonious designs ((Bornstein 
and D’Agostino 1992; Klinger and Greenwald 1994; Van den Bergh and Vrana 1998; Veryzer and 
Hutchinson 1998; Whitfield and Slater 1979; Whittlesea 1993). Motivation based theories suggest 
that more elaborate designs increase arousal and are likes more (Berlyne 1971; Hirschman 1980). 
Moreover, Henderson (1998) developed guidelines to help managers select the right typeface. 
Specifically, typeface should be carefully selected to ensure consistency with other elements of the 
corporate identity strategy. Elaborate designs increase how engaging the design is, but they decrease 
how pleasing and reassuring it is. Harmony increases pleasing and reassuring responses but 
decreases engaging and prominence responses. Finally, natural designs are pleasing and engaging but 
are less prominent. 
 Logo design dimensions according to consumer responses  
 Despite logo importance, many of them are unsuccessful because they are unrecognizable or they do 
not distinguish one product from another. The poor selection of them is one of the main reasons for a 
logo’s failure on the grounds that it is difficult to discern which logo would be more memorable, be 
most liked or would create the greatest sense of familiarity upon the initial exposure (Henderson and 
Cote, 1998). Many companies update and refresh their logo so as to be more modern, but this is a very 
long-lasting procedure and it might occur only once or twice in the career of the marketing manager. 
There are not many opportunities to develop their experience necessary to discern the best logo. Thus, 
Henderson P. developed some useful guidelines for logo designers based on consumers’ evaluation 
and recognition of 195 different logos. 
Henderson and Cote (1998) identified fourteen design characteristics which became the independent 
variables in their experiment. They asked to their participants to evaluate to what degree they 
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perceived the unfamiliar foreign and small business logos used in the study to be: natural, 
representative or abstract, organic, harmonious, balanced, symmetrical, elaborate, complex, active, 
deep, parallel, repetitive, proportional and round. They had different groups of participants evaluate 
different characteristics of the logos as well as respond to tests designed to measure the dependent 
variables: effect, meaning, recognition and subjective familiarity. 
 Logos include three universal design elements- elaborateness, naturalness and harmony- that drive 
consumer affect (Henderson and Cote, 1998; Van der Lans et al., 2003). Elaborateness is a logo’s 
ability to capture something’s essence through the structural properties of complexity, activeness and 
depth. Complexity entails the number and variety of design elements and the difficulty in grouping 
those elements into patterns or units (Berlyne, 1960; 1974; Henderson and Cote, 1998; Huhmann, 
2007; Veryzer and Hutchinson, 1998). Activeness entails perceptions of motion and depth gives the 
appearance of perspective or 3 dimensions (Henderson and Cote.1998, Van der Lans et al. , 2003). 
Harmony is the degree to which the arrangement or pattern of design elements is congruent, balanced 
and symmetrical. Harmony correlates positively with affect (Berlyne, 1960; 1974; Huhmann, 2007). 
Greater complexity activeness, depth, naturalness and conflict increase cognitive resource demands, 
which boost processing at moderate levels but decrease it at higher levels.  Henderson and Cote (1998) 
found that naturalness, harmoniousness, and repetition had significant positive effects on the correct 
recognition of the logo designs tested. 
According to Henderson and Cote the answer in the question what makes a good logo is that the logo 
should be recognizable, familiar, elicit a consensually held meaning in the target market, and evoke 
positive affect (e.g., Cohen 1986; Peter 1989; Robertson 1989; Vartorella 1990). Specifically, logo 
recognition occurs at two levels; firstly, the consumer must recall the product when seeing the logo 
and the logo must remind the customer of the product or the brand in order to have correct 
recognition. False recognition may create confusing feelings and affect customers’ choice among 
unknown competitors. Most companies use their company name with their logo in order to increase 
logo recognition.  Logo recognition has many advantages to offer to a company because recognition 
is a memory effect for a logo. Pictures are perceived more quickly than words (Edell and Staelin, 
1983). Recognition is even more important for companies whose names are not understood because 
of language differences especially when a company sells its products to other countries. 
 Another important factor for a logo’s success is the positive affective reaction because affect can 
transfer from the logo to the product and company. Positive affect can develop with increased 
exposure of the product and it can, also, be evoked by the initial design (Henderson and Cote, 1998). 
Positive affect is a universal goal for logo designers. Both positive and negative affect can transfer 
from a logo to the product and to the company (Schechter, 1993). Considering that many brand choices 
are made with very little processing of information (low involvement) and will be influenced by brand 
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awareness the affect which attached to the image may be one of the few cues that differentiate the 
product (Hoyer and Brown 1990; Leong 1993). Previous research have examined a wide range of 
brand affect, from general measures of pleasure and feeling good to brand love (Carroll and Ahuvia, 
2006; Chaudhuri and Holdbrook, 2001). 
The third factor about a logo’s success is the meaning because many writers believe that the logo 
should evoke the same meaning across people. If a logo has a clear meaning, it can be linked more 
easily to the company or product.A logo has a clear meaning when it is perceived the same meaning by 
people within the same culture. Research shows that logos with clear meanings are better liked, 
transfer more positive affect to the company, and are better recognized than logos with ambiguous 
meanings (Schechter 1993). Therefore, it is believed that companies often prefer to adopt meaningful 
symbols as these logos require less investment to achieve perceptual and memory benefits (Henderson 
et al., 2003). 
The last attitude that a logo should have is familiarity. The logos should create a sense of familiarity 
even when they have not been seen before. This feeling is called subjective familiarity and it is very 
important as it can increase affect and enhance the choice of the brand even if there is no experience 
with the product (Henderson and Cote 1998). 
Another study on consumer responses to logos from Payne, Hyman, Nikulescu and Huhmann (2013) 
suggest five design strategies for encouraging positive and limiting negative consumer responses to 
such logos. Specifically a company should create elaborate designs with easily understood features, 
boost perceptions of activeness, include animals as they are associated with elaborateness activity and 
ease of processing which boost purchase instructions and last managers should limit ascriptions of 
aggressiveness. 
Emotions 
Emotions are often conceptualized as general dimensions, like positive and negative affect, but there 
has also been an interest in more specific emotions. Some researchers use a comprehensive set of 
specific emotions, like Richins (1997) in her paper as she identifies an appropriate set of consumption 
emotion descriptors (the CES) and she compares the usefulness of the descriptor set with the 
usefulness of other measures in assessing consumption-related emotions. Other researchers focus on 
one or several emotions such as surprise, regret, sympathy and empathy, embarrassment and anger . In 
general, there is a wide diverge in the content of emotions studied in consumer research. Studies often 
use different scales to measure emotions and focus on different emotions. 
To address the issue of which emotions should be used to measure consumers’ emotions Laros and 
Steenkamp (2005) in their research focus on a hierarchy of consumer emotions which distinguishes 
between positive and negative affect at the superordinate level. Based on Richins’ (1997) and Laros 
and Steenkamp (2005), emotions can be specified at 3 levels of generality. At the superordinate level, 
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we can distinguish between positive and negative affect. At the level of basic emotions, they specify 
four positive (contentment, happiness, love and pride) and four negative (sadness, fear, anger and 
shame). At the subordinate level they distinguish between 42 specific emotions based on Richins 
(1997) (see table 1). In the present study, it is used the level of basic emotions as in the preliminary 
stage of seeing a logo consumers may feel only basic emotions. Moreover, all the basic emotions are 
used in this survey except love and pride as it is based on Laros and Steenkamp (2005) study. They 
omitted the basic emotions ‘love’ and ‘pride’ on the grounds that  ‘love’ is demonstrated to be mainly 
experienced in the case of sentimental products, like mementos and gifts ( Richins 1997) and ‘pride’ 
occurs when a consumer feels superior compared to another person. Finally in their research they 
measure the emotions that are created after consumer consumption when the customer has experience 
with a product. 
 
               Negative affect                                                                        Positive affect 
 
 
 
 
Overview and scope of the study 
 
All of this past work seems to indicate that logo design is a timely and significant topic for study. 
Corporate logo consists of three factors corporate name, typeface and design (Foroudi, Melewar and 
Gupta , 2014). The design of the corporate logo is studied in this research. Recent research suggests 
that evaluation of a logo can affect evaluation of a company. Thus, a good design may create positive 
attitude about the brand and a bad or poor design may create negative attitude about the brand and the 
company. Furthermore, many researches have studied about affective reactions of consumers when 
Anger 
Angry 
Frustrated 
Irritated 
Unfulfilled 
Discontent 
Jealous 
Envious 
 
 
Fear 
Scared 
Afraid 
Panicky 
Nervous 
Worried 
Tense 
 
Sadness 
Sad  
Depressed 
Miserable 
Helpless 
Nostalgia 
Guilty 
 
 
Shame 
Embarrassed 
Ashamed 
Humiliated 
 
Contentment 
Contented 
Fulfilled 
Peaceful 
 
Happiness 
Optimistic 
Encouraged 
Hopeful 
Happy 
Pleased 
Joyful 
Thrilled 
Relieved 
Enthusiastic 
 
 
Love 
Sexy 
Romantic 
Passionate 
Loving 
Sentimental 
Warm-
hearted 
Pride 
Pride 
 
Table 1 
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they see a logo (Hendersone and Cote, 1998; Henderson et al, 2003) and it is considered as a 
universal goal for logo designers. Previous logo research has found affective reactions, such as liking, 
to be highly correlated with evaluations of quality for visual brand elements. In addition, these 
affective and quality reactions are significantly influenced by design characteristics for consumers 
(Henderson & Cote, 1998). Thus, it is essential to determine the extent to which design can create 
positive affect and high quality perceptions based on some specific universal dimensions, 
elaborateness, naturalness and harmony. 
It is also important to note that many researches have examined consumers’ emotions during or after 
product consumption. The emotions that are used in most studies and in the literature are based on 
the Richin’s model (the CES) and on the Laros and Steenkamp emotions which specified in three 
levels, the superordinate level, the basic level and the subordinate level. Below the procedure 
following investigates the affective reactions of customers’ and their emotions after seeing a logo for 
a first time.  The logos that are used in the research are distinctive examples of the three universal 
dimensions, elaborateness, naturalness and harmony. 
In order to understand and find out the elements influencing a certain phenomenon, an investigation 
is needed. In this thesis, the consumer behavior research will be organized by collecting, analyzing 
and summarizing the data needed for investigation.  Taking into consideration that the evaluation of a 
logo can affect evaluations of a company, it is essential to note that logos are considered a significant 
topic for study. Furthermore, research in experimental aesthetics, graphic design and logo strategy 
suggests many design characteristics that should influence affective responses to logos. Some of the 
logo strategy research is unpublished or does not provide unambigious predictions of what sorts of 
logo designs should be selected to evoke the desired responses. The only significant research about 
logos has been made by Henderson & Cote, as they provide useful guidelines for logos to marketing 
managers. The results of their study indicate that design characteristics affect reactions to logos long 
before any money is spent on promotion and marketing managers can benefit from understanding 
principles of selecting or modifying logos. As it was discussed earlier in this dissertation, positive 
affective reactions are critical to a logo’s success because affect can transfer from the logo to the 
product or company. The main purpose of this research is to re-examine consumers’ affective 
reactions when they see a logo for a first time and examine the emotions that they may feel when 
they see a logo for a first time. It accomplished this by 1) designing a set of logos that are distinctive 
examples of some universal dimensions (elaborateness, naturalness and harmony), 2) aggregating 
information about customers’ reactions, 3) analyzing the data and drawing some useful conclusions. 
 
14 
 
Methodology 
  
In order to conduct successfully the survey and achieve the initial goals, an appropriate product was 
selected because the logos that were designed should be based on this product. This product should 
not be a hedonic product or a product that customers feel love or hate about it on the grounds that the 
feelings would influence their answers on the questionnaire. Moreover, the product of the survey 
should be known to everybody without being an excessive or a distinctive product and its name 
should be imaginary so as the customers would not confuse it with other already known brands. 
Considering that the survey was examined in Greek people, it was decided to design logos for an 
olive oil industry that produces Greek olive oil. Olive oil is a non-hedonic product, it is known to 
everybody and it is an essential product for Greeks in their daily cooking. 
Sample 
 
An important element for a successful survey that contributes in making useful conclusions is the 
sample that participated in the research. In this study, the sample is constructed from 150 participants 
and the proportion of women and men tried to be the same. The questionnaire was sent to the 
participants via email or via facebook as it was designed on the google form platform and it was 
available only online. This method is an easy and successful way to collect a great amount of people 
and it is the most easy and quick method to conduct a survey. Furthermore, most of the participants 
are young people as it is believed that by selecting this type of sampling, it will be satisfactory for the 
data collection process on the grounds that most companies are interested for attracting young ages 
and most surveys focus on this group. 
Choice of logos 
 
In order to conduct the survey, firstly, it was essential to design some logos based on general 
characteristics that would provide useful results. It was considered the Henderson and Cote (1998) 
research which was based in some dimensions and three of them are considered as universal through 
other researches. Thus, the survey logos design was based on those three dimensions (elaborateness, 
naturalness and harmony). Specifically, elaborateness is a function of complexity, activity, depth. 
Current trends lean toward selecting very simple logos or simplifying existing logos, but Henderson 
and Cote (1998) recommend against those practices. They think that more elaborate logos should 
evoke more positive affective evaluations and will maintain viewer interest and liking especially over 
repeated exposures of the logo. The second logo dimension is naturalness, which is a function of 
representative, abstract and organic. According to Henderson and Cote research, it improves 
customers’ attitude, though the logo should not be excessively natural as a photograph would be. The 
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third dimension is harmony which is a function of symmetry and balance and according to Henderson 
and Cote it, also, improves costumers’ affective reactions. 
Taking all these into consideration 8 different logos for an olive oil industry were designed, trying to 
picture as much as possible those different dimensions. The colors that were used are from the same 
color palette and they were inspired by the color of the olive oil trees, the olive oil, the olives, the 
leaves of the tree and the ground. The colors of the logos are in similar shades of the same color 
palette in order to avoid responders’ confusion of color on the grounds that the survey is emphasized 
on the image and not on the color. Another important issue for conducting a successful survey was 
the name of the olive oil industry. The name was the same for all the logos and they had the same 
typeface in order not to influence customers and confuse them with different names. As it was 
mentioned above simple and harmonious designs for the logo typeface are liked more than complex. 
Considering these, the olive oil logo was named “ELEA” which is a name that stems from the Greek 
word “έλαια”, which means olive oils. Previous research in typeface investigated that typeface design 
affects perceptions of advertised brands as it influences how readable an advertisement is and how 
memorable it is. Therefore, a simple typeface was selected which would not subtract customers’ 
attention from the logo design. 
Specifically, the designs of the eight different logos that were used in the questionnaire were inspired 
from the olive oil industry, the current trends and they focused on the eight distinctive dimensions. 
Below there are presented the eight logo designs that were designed based on the definitions of 
Henderson and Cote (1998). 
1. Naturalness reflects the degree to which the design depicts commonly experienced objects. 
It is comprised of representative and organic. 
 Representative is the degree of realism in a design. This logo pictures an olive oil tree 
which tries to be as real as possible. 
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 Abstract is the degree of absence of realism in a design and in the following logo 
geometric thick lines try to picture a tree branch. 
 
 
 
 Organic designs are those that are made up of natural shapes such as irregular 
shapes. The logo of this category has round natural shapes and one irregular shape 
which represent an olive oil drop. 
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2. Harmony is a congruent pattern or arrangement of parts that combines symmetry and 
balance and captures good design from a Gestalt perspective. 
 Balance captures the notion that there is a center of suspension between 2 weights or 
portions of the design. The following logo gives the notion that there is a suspension as 
the leaves are connected in the same point. 
 
 
 
 Symmetric designs are those that appear as reflection along one or more axis and this 
logo is an example of this dimension as there is a middle line which reflects the half part 
of the leaf. 
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3. Elaborate is not simply complexity, but captures the design richness and the ability to use 
simple lines to capture the essence of something. It is comprised of complexity, activeness, 
and depth. 
 Complexity can arise from many different design features such as irregularity in the 
arrangement of elements, increases in the number of elements, heterogeneity in the 
nature of elements, and how ornate the design is. The following logo tries to capture 
this dimension as it represents an olive oil tree with lots of details. 
 
 Active designs are those that give the impression of motion or flow. This flow is the basis 
for the design notion of rhythm and the following logo gives the impression of flow as the 
olive oil drops from the olive. 
 
 Depth dimension gives the appearance of perspective or 3 dimensions. The following logo 
gives the impression that the olive oil tree goes off into the distance and it is appeared as 
three dimensioned. 
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Questionnaire design 
 
Online survey software is useful to conduct online survey because anyone with access to the internet 
can participate in the research. Online survey is a well-known tool that allows researchers to carry out 
surveys easily and quick and reach their target group worldwide. This survey was conducted using 
the Google forms, the google online survey software. The whole questionnaire design is quite simple 
as the responders should focus only on the logos without being distracted by other elements. For 
these reasons, the questions were put on a white background and a brown theme was used as a frame 
in the whole questionnaire in order to avoid participants’ feelings of boredom, nuisance or tiredness 
and without confusing them or distract their attention from the logo designs. 
In order to collect meaningful information, each participant answered a group of questions for each 
logo. To avoid misunderstanding in the data analysis system, the questions were the same for each 
logo. Each logo was presented in big size, in a separate page and after each logo image a group of 
questions for it followed. This procedure was continued for the 8 logos and after that the participant 
filled in another small group of questions about demographic characteristics. Each participant had to 
watch carefully each logo separate because they must have been uninfluenced by other logos. In this 
study the questions assess consumers’ affect and emotions for each logo.  
Five affective ratings were chosen from those listed in the experimental aesthetics and logo strategy 
literature (like/dislike, good/bad, high/low quality, distinctive/not distinctive, and 
interesting/uninteresting). In detail, each participant watched each logo separate and carefully and 
then they answered some questions. The questionnaire consists of 8 different logos and for each of 
them there was a group of seven questions about their attitude and six questions about emotions. The 
first question about the logo is “How likely it is that you would buy this olive oil brand the next time 
that you will need a product like this?’’ and the participant had to fill in a five point semantic scale. 
The left side was the negative endpoint, “not at all” and the right side was the positive endpoint, 
“very much”. The next questions were about to assess participants attitudes. Specifically, in the 
following question the participants evaluated the effect that the logo caused in a five point semantic 
scale, too, left from total disliking to the right side, liking very much. After that in the following 
question the participants evaluated how much they like the logo and they answered a five point scale, 
too. In addition, the next four questions asked how much interesting, distinctive, good and quality 
they found the logo and a five scale were used to assess responses. 
 The second group of questions assessed the emotions that the participants felt about the logo that 
they had seen. In this research, the level of basic emotions was used as in the preliminary stage of 
seeing a logo the consumers may feel only basic emotions. The questionnaire would be tedious if it 
had questions about all the emotions as nobody would fill a questionnaire with questions about 42 
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feelings for each logo, it would be extremely tedious. Furthermore, the basic emotions ‘love’ and 
‘pride’ were omitted on the grounds that it is proved that ‘love’ is experienced  mainly in the case of 
sentimental products, like mementos and gifts ( Richins 1997) and ‘pride’ occurs when a consumer 
feels superior compared to another person. Finally, researches that have measured emotions before 
consumer consumption have not been conducted, yet. Thus, I used the basic level feeling of Laros’s 
and Steenkamp’s study (2005) which can be used in other customers’ situations like seeing a logo. 
This level of feelings includes sadness, fear, shame, anger, contentment and happiness. Specifically, 
questionnaire participants filled their answers in a five semantic scale, which ranged  from the 
negative end point “not at all” , in the left side to the positive endpoint “very much”,  in the right 
side, for all the basic emotions. 
The third group of questions which followed after all the questions for the eight logos is demographic 
questions. It includes questions about the sex (male, female), the age (< 18, 18-25, 25-35, 35-45, 
45<), education (high school, bachelor degree and master degree) and a last question about their 
current working situation (unemployed, part-time employed, full-time employed, student).   These 
type of questions are high important as they provide useful information about the sample and their 
specific characteristics that help us to draw useful conclusions. . Moreover, another key element for 
avoiding missing questions and misunderstanding in the data analysis process is that participants 
could not continue to the next question if they had not filled in the previous one. 
To summarize, data are collected for eight different logos of an olive oil brand in order to examine 
their effects on consumers. Specifically, it examines consumers’ affective reactions and the emotions 
that they may feel when seeing a logo for a first time. Each of the eight logos represents one specific 
dimension (representative, abstract, organic, balance, symmetric, complexity, active and depth). 
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Data analysis & discussion 
Reliability and validity analysis 
 
The questionnaire was answered by 150 people with the use of “google form” platform. Their 
answers were transformed in excel panel charts and were analyzed. Moreover, in order to create a 
reliable and valid test and enhance the accuracy of this research it was needed to use some statistic 
measures which would ensure us that the results are reliable and valid. Two fundamental elements 
that are used in the evaluation of a measurement instrument are the Reliability and Validity. 
Therefore, all the data that were collected from the questionnaire were elaborated with the use of 
SPSS program in order to test their reliability and validity. 
In detail, the reliability of the questionnaire validated uses two appropriate statistical indicators, the 
Cronbach (Cronbach's alpha) and the Guttmann's split half analysis. In this part, it is examined the 
reliability of logos in the first seven questions for each logo of the questionnaire which measures the 
customers’ attitude. In particular, the value of the coefficient (a) of Cronbach for eight (8) logos 
ranges from 0,923 to 0,975. The specific values of the coefficient (a) demonstrate a particularly high 
internal consistency (internal contingency) of the questionnaire, which means a high degree of 
coherence (correlation) of each item, both of the scale and the remaining questions. A generally 
accepted value in the literature, which shows a high reliability questionnaire is the value of the 
coefficient a> 0,7 (Nunnally and Bernstein, 1994). Additionally, the coefficient of Guttmann split-
half ranges from 0.927 to 0.976. The results of the indices for each logo are presented in Table 2. 
Table 2 Reliability of the questionnaire 
 Logos 
Reliability factors 1 2 3 4 5 6 7 8 
Cronbach’s alpha 0,925 0,923 0,954 0,968 0,974 0,937 0,959 0,975 
Guttmann split-half 0,927 0,928 0,955 0,97 0,975 0,939 0,960 0,976 
Consequently, the use of the part of the questionnaire which measures the customers’ reaction, 
when they see a logo for a first time (the first 7 questions for each logo) is reliable tool for assessing 
the general characteristics of logos. 
The validity of the questionnaire was assessed through calculation of correlation coefficients of the 
scores of questions to each other, and the correlation score of each question with the total score on 
the scale of the questionnaire. The results are presented in Tables 3-10, respectively, each logo 
individually. 
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The correlation coefficient for the eight (8) logos ranges from 0.451 to 0.974, with a mean value of 
756. The correlation coefficients between the individual scores on questions and total score range 
of values from 0.744 to 0.969, with mean 0.888. Additionally, it is noted that the coefficients are all 
positive values and are different from zero (p-values <0,05). 
Table 3. Evaluation of the validity of the questionnaire (logo 1). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,773** 0,750** 0,731** 0,606** 0,646** 0,598** 0,865** 
Α2  0,761** 0,732** 0,600** 0,582** 0,560** 0,847** 
Α3   0,799** 0,610** 0,624** 0,547** 0,868** 
Α4    0,694** 0,713** 0,594** 0,904** 
Α5     0,627** 0,498** 0,805** 
Α6      0,564** 0,814** 
Α7       0,744**α 
*  (p-value<0,05) 
**  (p-value<0,01) 
Table 4. Evaluation of the validity of the questionnaire (logo 2). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,813** 0,597** 0,630** 0,451** 0,593** 0,590** 0,759** 
Α2  0,734** 0,750** 0,555** 0,727** 0,653** 0,866** 
Α3   0,801** 0,562** 0,722** 0,726** 0,868** 
Α4    0,697** 0,782** 0,715** 0,914** 
Α5     0,561** 0,602** 0,786** 
Α6      0,746** 0,858** 
Α7       0,852 
*  (p-value<0,05) 
** (p-value<0,01) 
Table 5. Evaluation of the validity of the questionnaire (logo 3). 
Question Α2 Α3 Α4 Α5 Α6 Α7 total  
Α1 0,844** 0,837** 0,738** 0,634** 0,778** 0,743** 0,888** 
Α2  0,905** 0,793** 0,636** 0,789** 0,789** 0,914** 
Α3   0,766** 0,615** 0,799** 0,743** 0,900** 
Α4    0,760** 0,854** 0,794** 0,915** 
Α5     0,726** 0,668** 0,821** 
Α6      0,823** 0,924** 
Α7       0,886** 
* (p-value<0,05) 
**  (p-value<0,01) 
                                Table 6. Evaluation of validity of the questionnaire (logo 4). 
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Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,968** 0,903** 0,807** 0,766** 0,854** 0,694** 0,931** 
Α2  0,921** 0,824** 0,778** 0,864** 0,691** 0,940** 
Α3   0,850** 0,793** 0,849** 0,674** 0,932** 
Α4    0,909** 0,851** 0,743** 0,936** 
Α5     0,843** 0,739** 0,912** 
Α6      0,790** 0,943** 
Α7       0,826** 
*  (p-value<0,05) 
**  (p-value<0,01) 
                             Table 7. Evaluation of validity of the questionnaire (logo 5). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total 
Α1 0,943** 0,898** 0,900** 0,747** 0,807** 0,768** 0,931** 
Α2  0,935** 0,894** 0,743** 0,837** 0,792** 0,944** 
Α3   0,940** 0,782** 0,887** 0,808** 0,960** 
Α4    0,822** 0,902** 0,828** 0,965** 
Α5     0,816** 0,778** 0,874** 
Α6      0,876** 0,941** 
Α7       0,897** 
*  (p-value<0,05) 
**  (p-value<0,01) 
                              Table 8. Evaluation of validity of the questionnaire (logo 6). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,943** 0,880** 0,634** 0,622** 0,568** 0,587** 0,869** 
Α2  0,927** 0,664** 0,648** 0,605** 0,602** 0,896** 
Α3   0,696** 0,662** 0,618** 0,608** 0,897** 
Α4    0,722** 0,711** 0,610** 0,847** 
Α5     0,687** 0,649** 0,844** 
Α6      0,789** 0,830** 
Α7       0,802** 
*  (p-value<0,05) 
**  (p-value<0,01) 
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                                Table 9. Evaluation of validity of the questionnaire (logo 7). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,791** 0,823** 0,755** 0,716** 0,738** 0,701** 0,878** 
Α2  0,933** 0,839** 0,784** 0,664** 0,657** 0,904** 
Α3   0,874** 0,772** 0,727** 0,704** 0,930** 
Α4    0,816** 0,773** 0,740** 0,926** 
Α5     0,756** 0,730** 0,890** 
Α6      0,882** 0,882** 
Α7       0,862** 
*  (p-value<0,05) 
**  (p-value<0,01) 
Table 10. Evaluation of validity of the questionnaire (logo 8). 
Question Α2 Α3 Α4 Α5 Α6 Α7 Total  
Α1 0,974** 0,944** 0,917** 0,754** 0,821** 0,827** 0,953** 
Α2  0,958** 0,931** 0,747** 0,807** 0,835** 0,955** 
Α3   0,959** 0,748** 0,853** 0,848** 0,965** 
Α4    0,801** 0,861** 0,866** 0,969** 
Α5     0,761** 0,758** 0,854** 
Α6      0,907** 0,919** 
Α7       0,924** 
*  (p-value<0,05) 
** (p-value<0,01) 
 
The results show that all correlation coefficients are positive values, a fact that indicates that the 
first seven questions for each logo in the questionnaire measure the intensity of the symptoms of 
urinating in the same direction. Furthermore, we observe that the correlation coefficients between 
questions, in most cases, do not include very low correlations, nor too high, indicating that 
questions measuring the same dimension and size are related, without overlap between them. 
Finally, it is observed that the correlations of the individual scores of questions with the total score 
of the scale is clearly higher than the corresponding correlations of questions between them, which 
demonstrates the validity of the total score as an indicator evaluation of the general characteristics 
of logos. Consequently, according to what mentioned above the use of the first seven questions of 
the questionnaire, which measure the consumers’ attitude is a valid tool for assessing the logos. 
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Questionnaire rating 
The basic descriptive statistic measures position, dispersion and asymmetry on the total score of 
each logo questionnaire are listed in Table 11 for each logo individually and are conducted about 
the first seven questions of each logo. 
Table 11. Basic descriptive statistic measures position for total rating. 
 
Figure 1 shows the graph of the mean values of the total score for each logo, and the associated 95% 
confidence interval. It is observed that the logo 6 seems to stand out from the rest and follow logos 1, 
8, and 7, while much lower, but about on par with each other, there are the logos 4, 3, 5 and 2. This 
means that the logo 6 have the most positive affect of the other and then follow logo 1, 8 and 7. The 
logos 4, 3, 5 and 2 seem to have negative affect on participants. 
   
 Figure 1. Mean and 95% confidence interval of the total score of logos 
 
Logos  Participants  Mean  Median  Standard deviation Skewness 
1 150 22,75 23,00 5,24 -0,490 
2 150 12,53 13,00 4,53 1,512 
3 150 14,32 14,00 5,81 1,068 
4 150 14,93 14,00 6,45 0,983 
5 150 14,30 13,00 6,73 0,792 
6 150 25,59 25,00 5,85 -0,066 
7 150 19,87 20,00 7,29 0,166 
8 150 20,09 21,00 7,25 0,134 
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Comparing results 
In order to determine how acceptable is each logo the total sum of answers given by responders in 
the first group of seven questions for each logo was calculated. The price of sums ranges from 5 
(complete rejection of the logo) to 35 (full acceptance of the logo). The statistical figures of the 
results presented in Table 11. 
After that, it was necessary to examine if the results of each logo adjusted in the normal 
distribution. The tool that was used is the Kolmogorov-Smirnov test. The audit showed that the 
samples do not follow a normal distribution (p-value <0.05). Due to the lack of normality, a non-
parametric Friedman test for repeated measurements was used to compare the average values. The 
result of the control (p-value <0,05), show a statistically significant difference in the mean values of 
acceptance of logos. Specifically logos 6 and one have the largest degree of acceptance by the 
participants followed by logos 7 and 8. The other logos (2, 3, 4, 5) do not have a difference in mean 
total score and show very low levels of acceptance. 
For each question, the average values of the responses for each logo are presented in Table 12. 
Results show that the lowest scores are gathered in logo 2 as all questions gather low acceptability. 
In contrast, logo 6 gathers a high degree of acceptance in all questions and logo 1 gathers a high 
degree of acceptance in five of the seven questions have high average acceptance rates. However, 
from the other logos, the 7th logo is this which light stand from all, but have relatively small average 
degree of acceptance in most of the questions. 
Table12: Means of answers for each question, for each logo. 
Means logo 1 logo 2 logo 3 logo 4 logo 5 logo 6 logo 7 logo 8 
Question 1 3.40 1.80 2.05 2.22 2.10 3.68 3.17 2.82 
Question 2 3.29 1.81 2.01 2.20 2.05 3.67 2.67 2.84 
Question 3 3.55 1.77 1.93 2.11 2.01 3.73 2.65 2.81 
Question 4 3.35 1.73 2.00 2.15 2.03 3.67 2.81 2.67 
Question 5 2.58 1.97 2.27 2.17 2.09 3.31 3.06 2.95 
Question 6 3.62 1.67 2.05 2.12 2.03 3.73 2.72 2.81 
Question 7 2.96 1.79 2.00 1.97 1.99 3.80 2.81 2.82 
With red color are answers for low acceptance, with orange for little acceptance, green high acceptance. 
 The statistical test Pearson's Chi Square was applied in the seven questions to identify variations on 
the acceptance of logos. The responses were grouped into three categories are low, moderate and 
high acceptance in order to meet the requirements of the audit. 
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For the first question which is about how the respondent is likely to buy the product the next time 
he/she would need a similar product, the test results showed statistically significant differences (p-
value <0.05). As shown in Tables 13 and 14 logos 6 and 1 outweigh all others and gather high 
acceptance rate in the sample, with no difference between the two. The logo 7 follows in consumer 
preference and then the logo 8. Logos 3, 4, 5 have low acceptance without significant differences 
while the lowest average grade to that question has the second logo. 
Table 13. Degree of logo acceptance. 1. 
 
1. How likely it is that you would buy this olive oil brand 
the next time that you will need a product like this? 
 
 
  
not at all 
and little 
enough 
much 
and very 
much 
Total  
Logo  1 
Frequency 16 59 75 150 
 
10.7% 39.3% 50.0% 100% 
Logo  2 
Frequency 139 11 0 150 
 
92.7% 7.3% 0.0% 100% 
Logo  3 
Frequency 112 30 8 150 
 
74.7% 20.0% 5.3% 100% 
Logo  4 
Frequency 102 35 13 150 
 
68.0% 23.3% 8.7% 100% 
Logo  5 
Frequency 99 39 12 150 
 
66.0% 26.0% 8.0% 100% 
Logo  6 
Frequency 10 63 77 150 
 
6.7% 42.0% 51.3% 100% 
Logo  7 
Frequency 32 56 62 150 
 
21.3% 37.3% 41.3% 100% 
Logo  8 
Frequency 59 58 33 150 
 
39.3% 38.7% 22.0% 100% 
Total 
Frequency 569 351 280 1200 
 
47.4% 29.3% 23.3% 100% 
 
Πίνακας 1: Chi Square test's for comparing logos in question 1. 
Logo  2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 0.463 *0.036 *<0.001 
2   <0.001* <0.001* <0.001* <0.001* <0.001* <0.001* 
3     0.360 0.250 <0.001* <0.001* <0.001* 
4 
   
0.860 <0.001* <0.001* <0.001* 
5         <0.001* <0.001* <0.001* 
6           *0.001 *<0.001 
7             *<0.001 
 *At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
. 
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In question 2 the respondents evaluated the impression that created the logo for the brand of oil. In 
this question logo 6 gathered the highest rating and then the 1st logo followed. Next in consumer 
preference logos 7 and 8 were positioned without differences. Logo 3 with low acceptance rate 
follows and after that below the logo 4 and 5 appear a low acceptance, too. The lowest average 
scores were gathered by the second logo. More detailed results are presented in Table 15 and the 
control values in Table 16. 
Table 15: Degree of logo acceptance in question 2. 
 
                       Impression for the olive oil brand 
Total 
  
I don't 
like it 
and little 
I like it 
enough 
I like it 
much 
and very 
much 
Logo  1 
Frequency 19 76 55 150 
 
12.7% 50.7% 36.7% 100% 
Logo  2 
Frequency 138 9 3 150 
 
92.0% 6.0% 2.0% 100% 
Logo  3 
Frequency 118 25 7 150 
 
78.7% 16.7% 4.7% 100% 
Logo  4 
Frequency 102 35 13 150 
 
68.0% 23.3% 8.7% 100% 
Logo  5 
Frequency 99 40 11 150 
 
66.0% 26.7% 7.3% 100% 
Logo  6 
Frequency 10 63 77 150 
 
6.7% 42.0% 51.3% 100% 
Logo  7 
Frequency 78 38 34 150 
 
52.0% 25.3% 22.7% 100% 
Logo  8 
Frequency 59 53 38 150 
 
39.3% 35.3% 25.3% 100% 
Total 
Frequency 623 339 238 1200 
 
51.9% 28.3% 19.8% 100% 
 
Table 16: Chi Square test's for comparing logos in question 2 
Logo  2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 0.022* *<0.001 *<0.001 
2   0.005* <0.001* <0.001* <0.001* <0.001* <0.001* 
3     0.099 0.0.049* <0.001* <0.001* <0.001* 
4       0.762 <0.001* 0.002* <0.001* 
5         <0.001* 0.001* <0.001* 
6           *<0.001 *<0.001 
7             0.070 
 At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
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As far as the third question is concerned about whether consumers liked each logo, the answers to 
each of these are presented in Table 16. It is clear from the results of the individual tests that the 
classification of logos is not different from that of the previous questions. Specifically logos that are 
liked most by people in the study were the 1st and 6th, following the 7th and 8th, then the 3rd, 4th 
and 5th, and least of all liked the second. Analytical values of the controls are presented in Table 17 
and the values of the statistical tests in Table 18. 
Table 17: Degree of logo acceptance in question 3. 
 
How much do you like the logo; 
Total 
  
I don't 
like it and 
little 
I like it 
enough 
I like it 
much and 
very 
much 
Logo  1 
Frequency 15 48 87 150 
 
10,0% 32,0% 58,0% 100% 
Logo  2 
Frequency 135 9 6 150 
 
90,0% 6,0% 4,0% 100% 
Logo  3 
Frequency 119 25 6 150 
 
79,3% 16,7% 4,0% 100% 
Logo  4 
Frequency 109 30 11 150 
 
72,7% 20,0% 7,3% 100% 
Logo  5 
Frequency 102 36 12 150 
 
68,0% 24,0% 8,0% 100% 
Logo  6 
Frequency 11 56 83 150 
 
7,3% 37,3% 55,3% 100% 
Logo  7 
Frequency 77 39 34 150 
 
51,3% 26,0% 22,7% 100% 
Logo 8 
Frequency 59 51 40 150 
 
39,3% 34,0% 26,7% 100% 
Total 
Frequency 627 294 279 1200 
 
52,3% 24,5% 23,3% 100% 
 
Table 18: Chi Square test's Chi Square test's for comparing logos in question 3. 
Logo  2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 0.516 *<0.001 *<0.001 
2   0.014* <0.001* <0.001* <0.001* <0.001* <0.001* 
3     0.307 0.071 <0.001* <0.001* <0.001* 
4       0.663 <0.001* <0.001* <0.001* 
5         <0.001* 0.001* <0.001* 
6           *<0.001 *<0.001 
7             0.107 
At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
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In the next question, participants’ interest was focused on the sixth and on the first logo. The other 
logos did not show any statistically significant difference as there are observed very low ratings from 
the respondents. Analytical results of the answers to this question are presented in Table 18 and 
control value between logos in Table 19. 
Table 19: Degree of logo acceptance in question 4. 
 
How much interesting is this logo; 
Total 
  
not at all 
and little 
enough 
much 
and very 
much 
Logo  1 
Frequency 24 53 73 150 
 
16.0% 35.3% 48.7% 100% 
Logo  2 
Frequency 137 6 7 150 
 
91.3% 4.0% 4.7% 100% 
Logo  3 
Frequency 118 23 9 150 
 
78.7% 15.3% 6.0% 100% 
Logo  5 
Frequency 102 36 12 150 
 
68.0% 24.0% 8.0% 100% 
Logo  6 
Frequency 13 50 87 150 
 
8.7% 33.3% 58.0% 100% 
Logo 7 
Frequency 68 40 42 150 
 
45.3% 26.7% 28.0% 100% 
Logo  8 
Frequency 56 54 40 150 
 
37.3% 36.0% 26.7% 100% 
Total 
Frequency 623 293 284 1200 
 
51.9% 24.4% 23.7% 100% 
 
Table 20: Chi Square test's for comparing logos in question 4. 
λογότυπο 2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 0.101 *<0.001 *<0.001 
2   0.003* <0.001* <0.001* <0.001* <0.001* <0.001* 
3     0.220 0.108 <0.001* <0.001* <0.001* 
4       0.752 <0.001* <0.001* <0.001* 
5         <0.001* <0.001* <0.001* 
6           *<0.001 *<0.001 
7             0.193 
At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
 
In the 5
th
 question which is about how distinctive is the logo, it is observed that the logo 6 is thought 
as the most distinctive and then logo 8 and 7 follows. After logo 8 and 7 , logo 1 follows.The other 
logos do not have significant differences and they have low percentages. More analytical results are 
presented in table 21 and 22 below. 
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                                           Table 21:Degree of logo acceptance in question 5. 
 
How much distinctive is this logo? 
Total 
  
not at all 
and little 
enough 
much 
and very 
much 
Logo  1 
Frequency 59 72 19 150 
 
39,3% 48,0% 12,7% 100% 
Logo  2 
Frequency 121 14 15 150 
 
80,7% 9,3% 10,0% 100% 
Logo  3 
Frequency 108 20 22 150 
 
72,0% 13,3% 14,7% 100% 
Logo  4 
Frequency 105 29 16 150 
 
70,0% 19,3% 10,7% 100% 
Logo  5 
Frequency 99 39 12 150 
 
66,0% 26,0% 8,0% 100% 
Logo  6 
Frequency 27 53 70 150 
 
18,0% 35,3% 46,7% 100% 
Logo  7 
Frequency 45 56 49 150 
 
30,0% 37,3% 32,7% 100% 
Logo  8 
Frequency 37 55 58 150 
 
24,7% 36,7% 38,7% 100% 
Total 
Frequency 601 338 261 1200 
 
50,1% 28,2% 21,8% 100% 
 
Table 22: Chi Square test's for comparing logos in question 5. 
Logo 2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 <0.001* <0.001* <0.001* 
2   0.210 0.041* 0.001* <0.001* <0.001* <0.001* 
3     0.267 0.009* <0.001* <0.001* <0.001* 
4       0.672 0.977 0.671 0.910 
5         <0.001* <0.001* <0.001* 
6           *0.016 0.256 
7             0.462 
At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
 
The following question which concerns the degree of how good the logo is, showed that the best 
logo are the first logo and the 6th logo . As shown in table 23 and 24 logo 7 and 8 follows after the 
logo 1 and 6 with a smaller percentage. The rest logos have very low percentages. 
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Table 23: Degree of logo acceptance 6. 
 
How much good is the logo? 
Total 
  
not at all 
and little 
enough 
much 
and very 
much 
Logo  1 
Frequency 14 39 97 150 
 
9.3% 26.0% 64.7% 100% 
Logo  2 
Frequency 144 3 3 150 
 
96.0% 2.0% 2.0% 100% 
Logo  3 
Frequency 109 32 9 150 
 
72.7% 21.3% 6.0% 100% 
Logo  4 
Frequency 108 28 14 150 
 
72.0% 18.7% 9.3% 100% 
Logo  5 
Frequency 94 45 11 150 
 
62.7% 30.0% 7.3% 100% 
Logo  6 
Frequency 12 48 90 150 
 
8.0% 32.0% 60.0% 100% 
Logo  7 
Frequency 61 58 31 150 
 
40.7% 38.7% 20.7% 100% 
Logo  8 
Frequency 56 59 35 150 
 
37.3% 39.3% 23.3% 100% 
Total 
Frequency 598 312 290 1200 
 
49.8% 26.0% 24.2% 100% 
 
Πίνακας 2: Chi Square test's for comparing logos in question 6. 
Logo  2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 0.510 *<0.001 *<0.001 
2   <0.001* <0.001* <0.001* <0.001* <0.001* <0.001* 
3     0.507 0.173 <0.001* <0.001* <0.001* 
4       0.071 <0.001* <0.001* <0.001* 
5         <0.001* <0.001* <0.001* 
6           *<0.001 *<0.001 
7             0.793 
 At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
 
The last question of this group is referred to the quality of each logo. The most qualitied logo 
according to responders is the 6th logo as it has a high rating and after that logo 1 follows. Then, the 
logo 8 and 7 follow with significant ratings too and with not many differences between them in 
their percentages. All the analytical results of all logos are presented below in table 25 and 26. 
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Table 25: Degree of logo acceptance in question 7. 
 
How much quality did you find the logo? 
Total 
  
not at all 
and little 
enough 
much 
and very 
much 
Logo  1 
Frequency 30 93 27 150 
 
20,0% 62,0% 18,0% 100% 
Logo  2 
Frequency 135 10 5 150 
 
90,0% 6,7% 3,3% 100% 
Logo  3 
Frequency 116 28 6 150 
 
77,3% 18,7% 4,0% 100% 
Logo  4 
Frequency 122 20 8 150 
 
81,3% 13,3% 5,3% 100% 
Logo  5 
Frequency 106 36 8 150 
 
70,7% 24,0% 5,3% 100% 
Logo  6 
Frequency 5 55 90 150 
 
3,3% 36,7% 60,0% 100% 
Logo  7 
Frequency 63 50 37 150 
 
42,0% 33,3% 24,7% 100% 
Logo  8 
Frequency 56 56 38 150 
 
37,3% 37,3% 25,3% 100% 
Total 
Frequency 633 348 219 1200 
 
52,8% 29,0% 18,3% 100% 
 
Table 26: Chi Square test's for comparing logos in question 7. 
Logo  2 3 4 5 6 7 8 
1 *<0.001 *<0.001 *<0.001 *<0.001 <0.001* *<0.001 *<0.001 
2   0.007* 0.096 <0.001* <0.001* <0.001* <0.001* 
3     0.413 0.420 <0.001* <0.001* <0.001* 
4       0.058 <0.001* <0.001* <0.001* 
5         <0.001* <0.001* <0.001* 
6           <0.001* <0.001* 
7             0.682 
 *At the left edge indicates a greater degree of acceptance in the line logo, while the right edge greater 
acceptance in the column logo. 
The cell values corresponding to Pearson's Chi Square p-value for each pair controls 
 
Emotions  
 
The second factor that is examined in this study is the emotions. Previous research has studied the 
emotions that consumers feel about a product when they have experience with a product. However, in 
this study it is inquired the emotions that consumers may feel before any experience with the product 
and after seeing a logo for a first time. In the questionnaire the emotions that are used are the basic 
emotions which are unhappiness and sadness, fear and worry about the product, anger and 
annoyance, shame, contentment and fulfillment and happiness and pleasure. The questions asked the 
participants what they feel about the product after seeing the logo. 
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The same procedure as above was done for the emotions, too. The findings show that people do not 
feel negative feelings neither about product which create positive affect nor about product which 
create negative affect. In detail, in all logos the biggest percentage (approximately 75-85%) of 
responders answered that they do not feel at all this feeling in all questions about negative feelings 
and only a very small percentage of people feel negative feelings. However, the responders feel 
positive feelings about logos which create positive affect on consumers. Logo one created feelings of 
contentment and fulfillment and happiness and pleasure about the product and had a high degree of 
acceptability. Additionally, logo six, which represent the complexity dimension created positive 
feelings in the highest degree of all logos. Then, logo 7 and 8 follow as they created positive 
emotions about the brand in a lower degree. Finally, logos 3, 4 and 5 created a very low degree of 
positive feelings and logo 2 did not create any positive feeling. 
Sample  
 
The population of the research consists of 150 people and it is a set of 54% women and of 46% men. 
Moreover, most of them are young people between 18-25 years old as the 72% of them are in this 
age, 16% are between 26 -35, 10% are between 36 - 45, only 1 % is above 46 years old, and 1% is 
under 18 years old. There is a rich variety of different groups in this survey as the sample consists of 
a notable percentage of 57% people who has a university education, 23% are master graduates and 
20% have finished high school. There is also a variety in their current situation as the sample consists 
of students, unemployed, part-time employed and full-time employed. The responders tend to be 
tightly clustered in the most interesting group in which most of companies focus on. 
 
 
46% 
54% 
sex 
male female 1% 
72% 
16% 
10% 1% 
age  
under 18
18-25
26-35
36-45
above 46
20% 
57% 
23% 
education 
Education high school
university master
15% 
13% 
24% 
48% 
current situation 
unemployed part-time employed
full-time employed student
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Conclusion 
 
The findings show that design characteristics are extremely important for a company as they affect 
reactions to logos long before any money is spent on promotion. In detail, the first factor that was 
examined was the customers’ attitude the first time that they see a brand logo. This factor comprised 
the five measures: good, liking, quality, interesting and distinctive and all these measures were 
examined in 8 different logos. Elaborateness combines complex, active and depth and in logo design 
appears to capture the design richness and the ability to use lines to capture the essence of something.  
Results show that more elaborate designs create positive customers’ attitude about a brand as the logo 
6 which represent the dimension complexity created the most positive evaluation of all logos. Logos 
7 and 8 which represent the dimensions active and depth respectively created, also, positive affect in 
a lower degree but they can be used as positive factors. 
Moreover, the dimension natural combines representative, abstract and organic and it reflects the 
degree to which the design depicts commonly experienced objects is complicated. Specifically, the 
representative dimension seems to create positive consumers’ reactions and we recommend this 
dimension because logo 1 gathered a high degree of acceptance in most of the questions. However, 
organic and abstract dimensions are not recommended because logo 2 and 3 did not created positive 
evaluations. 
Finally, the factor harmony, which combines symmetric and balance does not create positive attitudes 
to the customers when they see a brand logo for a first time as logos 4 and 5 which represent these 
dimensions gather little and low degree of acceptance in all of the questions. Therefore, this factor is 
not recommended for creating a pleasant logo which would create positive evaluation. 
It is also important to note that the questions about the negative emotions did not give very useful 
conclusions because results showed that it is difficult to feel a negative emotion for a brand that they 
do not have an experience before. However, logo 6 and logo 1 created positive feelings and then in a 
lower degree logo 7 and 8 which means that customers who have a positive affective reaction about a 
logo may feel some positive feelings. 
From the above, it is observed that the results of this study indicate that design characteristics affect 
reactions to logos and managers should focus on logo design long before any money is spent on 
promotion.  
 
 
 
36 
 
 
Limitations 
 
The findings of this study are limited because the design of the logos that were used in the research are 
inspired by olive oil brands that exist in the market and some participants may confound the designing 
logos with others that exist in the market. Despite that all the colors that were used are from the same 
color palette, there are some differences in color among the logos which may have influenced the 
answers. Thus, additional research should examine the choice of color during the selection phase and 
its effect on consumers’ reactions when they see a brand logo for a first time. Moreover, this research 
does not focus on the typeface element. Focus was given on graphic design rather than on the typeface 
as a specific neutral design of typeface was used for all logos. Future research should be done to 
develop guidelines for selecting typeface in logo design. 
Another significant limitation that should be emphasized is that the research included only the basic 
emotions and we excluded two basic feelings love and pride. Future research is needed to examine the 
effect of all emotions to consumers after seeing a brand logo for a first time. Furthermore, the sample 
that was examined was a small group of people in Greece and further research should be done in a 
larger sample and in other countries in order to confirm and generalize the results. 
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Appendix 
 
 
Questionnaire 
 
The following research conducted as a part of my Master "Strategic Product Design" 
in the International Hellenic University. Your answers will help me draw useful 
conclusions about the effect of logos on consumers. The word logo refers to a variety 
of graphics and typeface elements, that a company uses with or without its name to 
identify itself and its products. In the following questions below you will see some 
logos for an olive oil brand. 
Please answer all the following questions, all of your answers will be kept 
anonymous. 
Thank you in advance for your time! 
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Please watch carefully the following logo… 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo…. 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a product 
like this? 
Not at all Little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
Which of the following emotions do you feel for the product with the previous logo… 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo…. 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo…. 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at 
all 
I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo…. 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all Little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all Little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all Little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all Little enough much Very much 
     
6. How much good is this logo for you? 
Not at all Little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all Little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all Little enough much Very much 
     
Fear-worry 
Not at all Little enough much Very much 
     
Anger-annoyance 
Not at all Little enough much Very much 
     
Shame  
Not at all Little enough much Very much 
     
Contentment-fulfillment 
Not at all Little enough much Very much 
     
Happiness-pleasure 
Not at all Little enough much Very much 
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Please watch carefully the following logo… 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo… 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Please watch carefully the following logo… 
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Please answer carefully the following questions based on the logo of the previous 
slide… 
1. How likely it is that you would buy this olive oil brand the next time that you will need a 
product like this? 
Not at all little enough much Very much 
     
2. Which is the effect about the brand whose logo you have just seen? 
I don’t like it at all I like it little I like it enough I like it much I like it very much 
     
3. How much do you like the previous logo? 
Not at all little enough much Very much 
     
4. How much interesting is this logo for you? 
Not at all little enough much Very much 
     
5. How much distinctive is this logo for you? 
Not at all little enough much Very much 
     
6. How much good is this logo for you? 
Not at all little enough much Very much 
     
7. How much quality is this logo for you? 
Not at all little enough much Very much 
     
 
Which of the following emotions do you feel for the product with the previous logo.. 
Unhappiness-sadness 
Not at all little enough much Very much 
     
Fear-worry 
Not at all little enough much Very much 
     
Anger-annoyance 
Not at all little enough much Very much 
     
Shame  
Not at all little enough much Very much 
     
Contentment-fulfillment 
Not at all little enough much Very much 
     
Happiness-pleasure 
Not at all little enough much Very much 
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Demographics 
Sex 
Male 
Female 
 
 
Age 
Under 18 
18-25 
26-35 
36-45 
46 and above 
 
Education 
 
High school 
University degree 
Master degree 
 
Current situation 
Student  
Unemployed 
Part-time employed 
Full-time employed 
 
 
 
 
 
 
 
 
 
 
